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C O N T E N T S About this Ebook
Technology and the digital age have been topics of discussion for many years. This digital focus has 
helped organizations become more present, more efficient, and more seamless. But we’ve hit a new 
plateau, or an important inflection point in how best to enable and take advantage of digital experiences. 
The goal is no longer just to introduce new channels to tech-savvy customers. Now, the focus is on 
influencing and impacting a self-directed customer journey where customers are in the driver’s seat of 
their own experiences. 

An effective digital transformation effort must now deliver:
• Intertwined, non-linear customer journeys across channels, including various digital touchpoints
• Informed, personalized digital experiences based on previous experiences, preferences,  
 and customer expectations
• Self-enabled customer experiences that make the customer AND company more efficient  
 and effective

The conversation about digital CX is not just about enabling new experiences through different channels. 
Today, digital transformation efforts are as much about the internal changes needed to support those 
transformed journeys as they are about expanding experiences to customers.

This ebook will help you uncover the building blocks and data points — which your organization likely 
already has — that can inform your digital transformation effort from a customer journey perspective, and 
set you up for delivering smart, frictionless digital first experiences.
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Is Omnichannel Delivery 
A LOST CAUSE?

CX professionals and analysts have long discussed the importance of delivering omnichannel experiences. 
Omnichannel is a focus on providing experiences in multiple channels, bridging experiences across channels, 
and providing consistent experiences across channels. 

Despite the industry’s focus, few organizations have actually achieved the goals of delivering integrated 
omnichannel experiences. The primary roadblock? Silos in channel management. Organizations know 
that they need to deliver omnichannel experiences to their customers, but have struggled with delivery of 
integrated experiences, because channels were managed independently and integration was seemingly 
impossible. So, do we give up on omnichannel objectives or goals? Well, no, but maybe we refresh the efforts 
and consider a new perspective.
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C O N S I D E R  A  N E W  P E R S P E CT I V E :  
S H I F T  F RO M  TO U C H P O I N TS  TO  A  J O U R N E Y  FO C U S 

A focus on customer journey is the new perspective that will help organizations get closer to understanding 
and delivering frictionless omnichannel experiences. When organizations focus on the customer journey, the 
interactions or contact becomes more important than the channel. 

To demonstrate this change in perspective, let’s consider a telecommunications company. The company’s 
focus was to build touchpoint experiences, such as providing sales and service interactions in stores, 
via the contact center, and online. For sales, all channels sold the same products, but the experiences 
customers had were different from channel to channel. Additionally, customers’ perceptions of onboarding 
differed from channel to channel. The company attributed the difference in perceptions of onboarding to the 
particular channel. 

But there was a problem with this assessment. Customers had the same onboarding expectations regardless 
of their preferred channel. The fact that the company missed this customer-centric point meant that they also 
under-delivered in some channels. Omnichannel is about consistency of experiences based on customer 
preferences for contact. Understanding the micro-journey for a specific experience within channels and 
building consistency in terms of handling, communication, and outcome is critical. A micro-journey is a 
subset of the overall end-to-end customer journey that focuses on the series of experiences customers have 
at one moment of the journey. 

Another example that highlights the importance of a journey-centric approach is when multiple, integrated 
channels are important to moments in the journey. 

Customers may research products online before making a decision to purchase. In some cases, they may 
narrow down their choices to a few options, but then want to talk it through with a professional. Customers 
do not want to have to repeat their process of selecting product alternatives — having integrated experiences 
that carry information from one channel to the next is preferred. 
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While some companies may consider only the last 
channel that the customer used or each of the 
channels experienced separately, the customer  
does not. 

In the above example, the customer journey 
involved research towards the purchase via a 
website and purchase in a store as their purchase 
journey. Companies miss out on so much learning 
and understanding by only focusing on channel 
touchpoints rather than the totality of the customer 
journey. This is especially true when one of the 
channels in the journey is digital. 

Why? Because digital channels tend to have little or 
no human interaction — there’s no one to report on 
experiences except customers. Companies may not 
even realize that experiences start in digital because 
they don't know non-customers AND customers are 
out there interacting with them. This is especially 
true for non-authenticated experiences. A problem 
or issue may actually start in a digital channel, but 
the company does not know until the customer calls 
or interacts with someone about the experience. An 
example of how digital channels are interwoven into 
experience follows.

micro-journey 
A micro-journey is a 
subset of the overall end-
to-end customer journey 
that focuses on the series 
of experiences customers 
have at one moment of 
the journey.
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W H AT  T H E  C U S TO M E R  T H I N KS :  C O N TA CT  I S  C O N TA CT

Customers do not keep a tally of each and every contact or interaction they have with 
an organization by channel. To the customer, contact is contact. Additionally, for the 
most part, customers do not evaluate their contact with a company differently by 
channel. Again, contact is contact — customers expect companies to be consistent, 
no matter how they reach out. 

Companies realize that it is critically important to meet customers’ needs, provide 
service, and/or resolve their questions or issues in the first contact. For the most part, 
this is the great goal, because of the ripple effect that First Contact Resolution (FCR) 
has on Customer Satisfaction (CSAT), customer loyalty, and thereby, on revenue. 

Benchmark studies have found a very strong correlation between FCR and customer 
satisfaction ratings.1  However, we need to level set or redefine contact.  

Let’s consider the following experience: A customer researches a product online, cannot 
find the information they are looking for, so they call the company. Then, they later go 
back on online and place an order. Technically, the purchase required three contacts. 

This example is important because it highlights why first contact, or first call resolution 
may not be the best goal in an omnichannel environment.  Most organizations have no 
way to actually count the total number of contacts; instead, today, they may only track 
contacts by channel (in this case digital = 2 and contact center = 1). 

However, the customer would describe a different contact journey, involving both 
digital and contact center experiences. While the company may consider this FCR — 
the customer called the contact center and had their questions resolved satisfactorily 
— the customer considers their website visit their first contact, and it left them with 
unaddressed questions that necessitated that call. 

This example also highlights both opportunities to improve experiences (i.e., improve 
the level of information available on the website so customers do not need to call) 
and/or journeys where multiple experiences may be warranted — such as with more 
complex inquiries. First contact resolution may not always be possible. In this case, 
maybe the customer was happy to have multiple contacts and channel experiences 
to make this purchase. Understanding customer expectations and experiences 
is important in understanding the interactions of channels and evaluations of 
experiences across channels, particularly with digital experiences. One critical 
customer expectation is self-enablement.

Source: MetricNet benchmarking data, 2016

100%

90%

80%

70%

60%

50%

40%
40%                50%                60%                 70%                 80%                 90%                100%

Net First Contact Resolution Rate

Net FCR vs. Customer Satisfaction

5 Beyond Digital Transformation: Evolving to Smart, Frictionless Digital Experiences  |  © NICE. All rights reserved.



S E L F - E N A B L E M E N T  I S  A  
C U S TO M E R  E X P E CTAT I O N

The expectation for self-enabled experiences or 
interactions with a company — where customers can be 
self-reliant — has been accelerated by the pandemic. 
When customers were not able to visit locations or were 
stuck in quarantine, they were looking for other ways to 
accomplish what they still needed to do. 

This self-service expectation has fueled companies’ 
digital strategies and transformation efforts. Companies 
must think through what types of experiences should be 
enabled in digital environments and how those digital 
interactions may intertwine with other channels. 

Also, there are many ways that a customer can interact 
with a company in a digital, self-serve way. Digital 
experiences do not only include website experiences; 
this focus now expands to mobile, mobile applications, 
messaging platforms, chat options within websites and 
mobile devices, and email. Companies need to consider 
a digital overlay to their customer journey, including 
what ways they currently, want to, or should interact 
with customers — including quick and seamless self-
enablement alternatives. 

Digital Journey Touchpoints

S E RV I C I N GO N B OA R D I N GS H O P P I N G P U R C H A S I N G

Prospective customer 
researches product 
online

Customer has 
question about 
what features are 
included in choice 
prior to purchase

Receives welcoming 
emails and details 
about when product 
will be delivered

Receives product, 
requires registration

Customer is 
interested in upgrade 
or additional 
features and wants 
to learn more

Purchases 
product online

Post transaction 
SMS on order 
status and Bitly 
survey link

Customer registers 
product via 
mobile device

Customer purchases 
upgrade via app

Customer has 
question and asks 
via chat, a bot helps 
answer question

Product is not 
working, customer 
needs quick attention, 
uses live chat

Website MobileChat Email QR Code/In-Person
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INFORMING
Digital Investments
In a recent global survey, 80% of CFOs said that digital transformation is among 
their top-five priorities — and 22% cited it as their number one. Moreover, 71% 
of the CFOs stated that digital transformation investments are key to their 
company’s success.2

This is great news for companies that are offering digital solutions. However, the 
survey also highlights a warning — only 28% of these same organizations have 
realized the expected value from the digital investments that they have already 
implemented. Together, these findings put a spotlight on the need: Companies 
need purposeful digital solutions that not only seamlessly integrate within 
their organizations, but also directly address the needs and expectations 
of their customers, in order to realize business value. 

The best way to ensure a purposeful digital solution that will deliver business 
value and improve CX, is to take an informed approach to what it is, how it 
works, and the impact that it will have for the organization. This includes 
gathering customer input and feedback, as well as a detailed understanding of 
how customers interact with the organization today, and how they expect to 
interact. Employees can also be an important information source to understand 
the best-fitting digital solutions for both the company and for customers. 

The good news is, many organizations have this customer input to support 
digital transformation already. 

The best way to ensure a purposeful digital solution 
that will deliver business value and improve CX, is to 
take an informed approach to what it is, how it works, 
and the impact that it will have for the organization.

Source: 2021 CFO Peer Insights: Digital Transformation and IT Spending Priorities, Dimensional 
Research, April 2021.
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One reason that 
CFOs may have yet 
to realize the value of 
digital investments is 
because they have 
not met customers’ 
expectations. 
Customer input and 
an understanding of 
customer experiences 
can help to ensure 
that investments are 
connected to what 
customers expect.

C U S TO M E R  I N P U T  O N  D I G I TA L  I N V E S T M E N T S

We encourage companies to leverage customer feedback 
and current experiences to inform the development of digital 
experiences and investments to meet expectations.

Below is the information and data that we recommend to support 
digital transformation efforts from a customer input perspective:

1.

Digital customer journey 
Map out of the digital customer journey: Many organizations may 
have mapped their customer journeys and micro-journeys. We 
recommend overlaying digital touchpoints and channel experiences 
in the customer journey to understand where digital experiences 
occur today and to identify opportunities to expand the coverage 
of digital channels.

Call types to contact center 
We recommend reviewing calls made to the contact center to explore: 
  
 Calls made about questions and/or problems related to digital  
 experiences (e.g., login problems or website error message).  
 
 Calls made to the contact center that should be digital  
 experiences (e.g., a bank customer calling to check  
 account balance). This information is a great way to prioritize  
 not only investment in creating new digital experiences, but  
 also opportunities to improve existing digital experiences.

Digital feedback opportunities
Embed feedback opportunities within current digital experiences 
(i.e., digital intercepts or “always on” feedback buttons) to 
understand what is and is not working and to understand 
how well existing experiences meet expectations, are easy 
to use, and allow customers to have successful interactions. 
Opportunities to capture digital feedback can be easily 
identified if a digital customer journey has been mapped out.

Unsolicited feedback about the digital channel 
Customers are willing to share when experiences do not meet 
expectations. Companies should leverage feedback about 
digital channels captured through other channels, including 
social media, complaints, and feedback given in other 
channels, such as in stores or locations.

Explore customer expectations 
The adage: “you won’t know if you don’t ask” is particularly 
relevant for taking an informed approach to digital 
transformation. This data can be gathered and analyzed with 
customer surveys. One reason that CFOs may have yet to 
realize the value of digital investments is because they have 
not met customers’ expectations. Customer input and an 
understanding of customer experiences can help to ensure 
that investments are connected to what customers expect.

2.
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E M P LOY E E  I N P U T  O N  D I G I TA L  I N V E S T M E N T S

Employees should also be important influencers when it comes  
to digital solutions and investments made. Employees can  
provide a unique, front-line perspective of how technology  
and digital solutions enable their jobs and responsibilities, but  
they also fully understand how digital solutions can improve 
customers’ experiences. 

Opportunities to engage employees in digital transformation  
and investments include:

Perceptions of technology and digital 
Most organizations will conduct employee engagement 
research on an annual or semi-annual basis. The most effective 
engagement surveys explore aspects of the employees’ work 
environment to gather their perspectives on their experiences  
and the areas they support. 

Most of the time, questions related to technology focus on how 
well technology enables (or disables) their work; however, for 
front-line employees or those who interact with customers 
directly, it is also important to gauge perceptions of how 
technology enables their support of customers. While not directly 
about externally-focused digital experiences, employees may 
help to spotlight areas where the company is falling short on what 
is ultimately delivered to customers.  

Customer-centric voice of employee 
Beyond the employee engagement survey, we also 
strongly advocate a customer-centric employee survey 
where questions specifically focus on opportunities the 
organization must take to deliver more impactful digital 
experiences to customers. Employees can weigh in on 
customer experiences that are currently not available via a 
digital channel and/or not actively used via existing digital 
channels to highlight areas were digital transformation and 
communication should focus. 

For example, contact center teams can provide insights into 
interactions they have with customers that really should 
be digital experiences, or they can relay complaints that 
they hear related to digital experiences and customer 
preferences and expectations. 

Involvement in continuous improvement 
Employees that have exposure to problems or issues should 
be asked to provide their perspectives on ways to improve. 
While this is true for any known pain point, employee input 
on digital investment is key. This is especially true for where 
there are many options to consider as potential solutions 
and the goal is to find the best-fitting option to meet the 
organization’s needs and customers’ expectations.
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Digital Is 
PERSONAL

The most effective digital experiences are personal. One of the biggest concerns about enabling digital 
experiences is that the personal touch would be lost. Best-in-class customer service principles focus on soft 
skills of interactions, including professionalism, knowledge, and efficiency. 

The fear is that by offering self-service digital experiences, companies would not be able to deliver experiences 
at the same level of personalization and quality. However, new digital solutions are extremely personal and are 
enabled by leveraging what companies know about customers, their expectations, and needs. 

To create positive digital experiences, knowledge and data are king.  Companies need to use what they know 
to ensure that experiences are targeted, personable, and efficient. However, personalization through digital 
experiences is much more than using a customer’s name or details from their customer profile. Personal digital 
experiences are based on shaping interactions around a customer’s past experiences, predictive modelling, and/
or known preferences. Instead of simply personalized experiences, a better way to think about the most 
effective digital experience is as smart, frictionless experiences. 
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We recommend the following considerations in creating, 
understanding, and capturing feedback about smart  
digital experiences:

Integrate with CRM
Customers expect that the companies they interact with know 
them. They understand that companies collect information to 
better market to and communicate with them — so why wouldn’t 
that information also be used to create better experiences?  

We encourage companies to capture expectations and 
preferences as part of the information they store about their 
customers. From a feedback perspective, we can ask the right 
questions based on what we know about them as a person or 
business, based on their product/service ownership, and based 
on their current and past experiences.

Tell a story with operational/experience data 
Inclusion and usage of operational data (such as web analytics) 
help to contextualize what influences or impacts experiences.  
For example, knowing that a particular aspect of a website was 
down when customers attempted to access it explains why 
customers are upset. There is no reason to ask why customers 
are dissatisfied if the reason is already known. Inclusion of web 
analytics and digital usage data is important to contextualizing 
provided feedback and will help to ensure that the right 
questions are asked. 

In terms of this experience, we already know customers 
are upset because the website is down. Instead, proactive 
communication can be sent to remediate the situation and 
then feedback can be collected to understand the impact of  
the outage — as well as how customers perceived those 
proactive communications.

In a recent Accenture survey, 75% of B2B customers and 66% 
of B2C customers reported proactive service as important.3

Ask for feedback in a smart way
It is best to collect feedback as an extension of experience. 
Make it easy and frictionless. We know from social media 
and other forms of unsolicited feedback that customers are 
willing to provide feedback. Digital experiences are ideal 
opportunities to extend the experience and capture feedback 
specifically related to that particular customer experience, at 
that point in time. 

Additionally, by having a digital journey map of digital 
touchpoints and experiences, organizations can match the 
right digital feedback approach to the digital contact. For 
example, if customers interact with the company via a mobile 
app and often receive text messages, a match for collecting 
feedback is to send an SMS invite to capture feedback. 
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N I C E  CA N  C O L L E CT  D I G I TA L  F E E D B A C K  V I A :

The right feedback approach matches the digital experience. 

Email invitation to an online survey

Website intercept surveys

Mobile app intercept

Messaging platform

SMS conversational survey

SMS survey with web link

Embedded conversational chat

Embedded link in chat

The right 
feedback 
approach 
matches 
the digital 
experience. 
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Omnichannel Feedback is Important to  
DIGITAL EXPERIENCE STRATEGIES
There are many information sources that should inform a company’s digital transformation. 
We encourage organizations to consider the following operational information sources 
holistically to understand how best to prioritize investments in purposeful digital solutions.

Details for existing pain points in contact center and brick and mortar locations that 
could be addressed via a digital strategy

Operational effectiveness and channel utilization that could be addressed via a digital 
solution

Digital analytics to highlight current usage, potential pain points, and other aspects of 
digital channel activity

Input from employees on digital experiences and how they benefit employees and 
address customers’ expectations

Customer feedback and input
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Customer feedback provides a unique contribution to support digital experience 
strategies. We learn about how best to support digital strategies from feedback 
from other touchpoints and channels AND from experiences with existing digital 
channels. By asking the right questions, we learn about customer expectations, 
preferences, and intentions. This information can only be gleaned from asking for 
feedback. Customer expectations and preferences should fuel contact strategy 
and how products and services are delivered. These same expectations should also 
influence how and when we ask for feedback.

Asking for feedback also allows companies to quickly identify emerging pain points 
within digital channels. Given increasing use of customer self-service, there need 
to be feedback opportunities embedded in the experience to give companies an 
idea of where problems exist. Consistently not meeting customers’ expectations 
in a preferred channel is often worse than a single bad experience in a digital 
channel. Feedback provides an early warning system, particularly when coupled 
with digital analytics.

B E S T - F I T T I N G  D I G I TA L  M E T R I C S

Digital Voice of the Customer (VOC) survey design is an opportunity to redefine 
the key metrics for evaluating experiences, preferences, and intentions.

Outcomes

Experience

Performance

• Satisfaction
• Ease
• Success or needs met

• Time spent
• Activities/tasks to be done

• Feature/function evaluation
• Expectations

S U RV E Y  S E CT I O N Q U E S T I O N  CAT E G O R I E S
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Taking an Informed Approach to Your 
DIGITAL TRANSFORMATION
Companies have an opportunity, and an 
obligation, to take an informed approach to 
their digital transformation. Your strategy 
around creating smart, frictionless digital first 
experiences is not just about creating and 
enabling digital channels. It is about leveraging 
what you know from customers, employees, 
and current operations to define purposeful, 
meaningful digital interactions that fully meet 
customers’ expectations around personal, self-
enabled experiences.

We believe that a successful digital first 
strategy begins with understanding the digital 
customer journey. Does your organization have 
a comprehensive customer journey mapped out, 
including all contact and channels?

Additionally, successful digital first strategies are 
based on a detailed understanding of customer 
preferences and expectations. Does your current  
VOC program support this understanding?

Finally, an informed approach to the design, 
enablement, and launch of digital experiences 
and contact will leverage all information about 
customers and their experiences to create 
personal and impactful experiences. Do you have a 
contextual understanding of how information you 
have available in your CRM, digital analytics, and 
from your employees can help shape better, more 
personal digital experiences?

If your answer is “No” or “I don’t know,”  

NICE can help. 
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